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ABSTRACT 
 
The internet offers museums a variety of educational outlets. With the rising use of 
internet technologies in the everyday lives of millions of Americans museums are able to 
connect to a larger and more diverse audience. The internet itself, as well as internet 
technologies such as: podcasts and blogs have the potential to assist the collection in making 
its objects accessible, transferring knowledge of historic costume and textiles, increasing 
public awareness, and broadening its audience. This master’s thesis reviews the best practices 
used by museum professionals in the textiles and apparel discipline in an effort to better 
understand the Web and internet technologies to: disseminate information, present textiles 
and clothing collections and to enhance the virtual museum and collection experience. 
Eleven museum professionals of textile and clothing museums were interviewed to better 
understand the methods, procedures, factors of effective website design, and display 
preferences, and to understand the purpose and mission of a textile and clothing museum and 
collection website. 
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CHAPTER ONE: INTRODUCTION 
 This master’s thesis reviewed the best practices used by museum professionals in the 
textiles and apparel discipline in an effort to better understand the Web and Internet 
technologies to: disseminate information, present textiles and clothing collections and to 
enhance the virtual museum and collection experience. The purposes of this study were: 1) to 
better understand the methods, procedures, factors of effective website design, and display 
preferences, and 2) to understand the purpose and mission of textile and clothing museums 
and collection websites.  
I interviewed a group of eleven museum professionals that oversaw the maintenance 
of their textile and clothing museum and/or collection websites. I also conducted a content 
analysis of ten of the textiles and clothing professionals’ museum websites.1 With this 
knowledge, textiles and clothing collections and museums may refine and further develop 
their online presence. 
Objectives 
 This research included: 1) the gathering of qualitative data in order to better 
understand the use of the Web and the Internet by textiles and clothing collections and 
museums and 2) the examination of the websites of these museums. The researcher sought to 
study this topic because of her interest and involvement in the Textiles and Clothing Museum 
at Iowa State University (see Appendix A for a history of this Collection). 
 
 
                                                          
1
 Two of the professionals that I interviewed were employed by one institution, thus, there were a total of ten 
distinct institutions represented in this study.  
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Importance of the Study 
Central to many museum mission statements are education and the dissemination of 
pertinent information (Honeysett, 2007). With the rising use of Internet technologies in the 
everyday lives of millions of Americans (Grove, 2007), museums are able to connect to a 
larger and more diverse audience. The Internet itself, as well as Internet technologies such as: 
podcasts and blogs have the potential to assist the collection in making its objects accessible, 
transferring knowledge of historic costume and textiles, increasing public awareness, and 
broadening the museums’ audience (Lin & Cassidy, 2008; Sauro, 2009; Wallace, 2001). The 
effectiveness and availability of the Internet allows for greater productivity and thus, more 
effective education to a large audience (Honeysett, 2007). Further, Honeysett (2007) warns 
that if museums fail to develop their own presence online they risk having misinformation 
published by non-authorized individuals and organizations. 
A survey conducted by Pew Internet & American Life Project in July 2005 revealed 
that eighty-seven percent of American teens between the ages of thirteen and seventeen use 
the Internet. An April 2006 survey revealed that seventy-three percent of American adults 
use the Internet (Pew Internet & American Life Project, 2006). With Internet use increasing 
rapidly and people around the globe becoming dependent upon its use, museums are able to 
connect to a larger and more diverse audience. Howes (2007) stated, “In the twenty-first 
century, museums need the worldwide exposure of the Internet to promote their collections 
and expertise and to bring virtual visitors to their physical doors” (p.68). Museums that take 
advantage of having an online presence have a unique opportunity to engage and entertain 
the public and effectively compete against other leisure establishments. Grove (2007) stated, 
“In an age where museums and history organizations seem to be competing more for the 
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leisure time of the public, it is important for decision makers to have access to data about the 
Internet, cell phones, handhelds, digital cameras, and other forms of new technology” (p.5). 
Museums are able to deliver quick, authentic and reliable information through the 
Internet. Although Internet users primarily use the technology to retrieve information 
quickly, they are “…increasingly looking for personal expression, membership in social 
groups, learning opportunities and meaning-making” (Howes, 2007 p.70). Museums’ use of 
Internet technologies such as: Facebook, Flickr, and blogs can provide new and customized 
learning opportunities for both regular and infrequent visitors. Because the Internet and 
digital technologies change rapidly it is imperative to examine the best Web and content 
development practices used by museum professionals to establish an online presence or 
improve current websites. An online presence is essential to reaching non-traditional museum 
visitors because museums that use Internet technology “will be rewarded not only with 
increased visitor traffic back to the museum’s homepage but also a positive view of the 
museum as a valued contributor to the Internet world of shared knowledge” (Howes, 2007 
p.76).  
By interviewing textile and clothing museum and collection professionals about web 
and content development practices, themes of different preferences of site creation and 
development may be revealed. Gaining the perspective of museum professionals with a 
combined knowledge of website and content development will make it attainable for 
recommendations to be made to assist other textiles and clothing collections with digitization 
of their objects and development of virtual exhibits. Examining the ways in which Internet 
technologies can enhance the online museum experience may also improve already existing 
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textiles and clothing museum websites and other museums that aspire to create a digital 
presence online. 
This study provides knowledge that will help museums to establish websites that are 
designed to meet the needs and missions of their historic costume collections/museums and 
their virtual visitors. The examination of best web and content development practices used by 
museum professionals is appropriate for three reasons: 1) Because of the rapid growth of the 
Internet and its’ increasing existence in the lives of individuals it is essential to study this 
form of communication,  2) To contribute to a larger body of knowledge concerned with 
making collections more accessible to visitors and potential visitors and 3) To develop an 
understanding of the use of technological applications by selected textile and clothing 
museums. 
Research Questions 
1. How are textile and clothing museum professionals making their collections and 
museums accessible online?  
2. What are the preferences of the textile and clothing museum professionals on how 
to display objects online? 
 Are there methods and best practices used across the field? 
 What are the processes for making collections accessible online? 
3. What Internet technologies are used to educate virtual museum visitors? 
4. What Internet technologies are used to entertain virtual museum visitors? 
5. What is the mission of a textile and clothing museum website? 
 Do the goals/objectives of a textile and clothing museum website differ 
from the goals/objectives of the physical establishment? 
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 Does technology assist a textile and clothing museum in achieving its 
mission? If yes, how? 
 How do textile and clothing museum professionals see the use of 
technology benefiting the museum 
6. What are the challenges textile and clothing museum professionals’ face when 
creating and maintaining a website?   
Definition of Terms 
Archive: A historical collection of data, documents or records. (Merriam-Webster’s online 
dictionary, n.d.) 
Blog: A Web site that contains an online personal journal with reflections, comments, and 
often hyperlinks provided by the writer. (Merriam-Webster’s online dictionary, n.d.). 
Collection: An organized group of objects which constitute the holdings of a museum. 
Costume: The garments, accessories, and hairstyles worn by individuals during a particular 
period of time. Historic costume represents the prevailing styles of an era for a specific 
population of people at a point in the past. (Williams, 1997) 
Dress form: Used to give a three-dimensional view of a garment 
Facebook: A social networking site 
Flickr: A web-based digital photo repository 
Internet: The global communication network that allows almost all computers worldwide to 
connect and exchange information. (The American heritage new dictionary of cultural 
literacy, n.d.). 
Internet technology: Technologies that are applicable online such as MySpace and Facebook 
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Jpeg: A computer file format for the compression and storage of usually high-quality 
photographic digital images. (Merriam-Webster’s online dictionary, n.d.).  
Mannequin: A life-size full or partial representation of the human body, used for the fitting or 
displaying of clothes; a dummy. (The American heritage dictionary of the English language, 
n.d.). 
Multimedia: The combined use of media, such as movies, music, lighting, CD-ROMs, and 
the Internet, for education or entertainment. (The American heritage dictionary of the English 
language, n.d.).  
Museum: A building, place, or institution devoted to the acquisition, conservation, study, 
exhibition, and educational interpretation of objects having scientific, historical, or artistic 
value. (The American heritage dictionary of the English language, n.d.). 
Museum Experience: A environment in which the visitor becomes part of a seamless array of 
mutually reinforcing contexts which separately and collectively support the museum’s goals. 
(Falk & Dierking, 1992). 
MySpace: A social networking site  
Online: Operating under the direct control of, or connected to, a main computer 
(Dictionary.com unabriged,  n.d.). 
Online Interactivity: the extent to which an online user and a website may be engaged 
Online/Virtual Exhibit: A museum exhibition presented on the web 
Online/Virtual Visitors: A person who visits a website with interest 
Podcast: A program made available in digital format for automatic download over the 
Internet. (Merriam-Webster’s online dictionary, n.d.). 
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Social Networking: The use of a website to connect with people who share personal or 
professional interests, place of origin, education at a particular school, etc. (Webster’s new 
millienium dictionary of English, n.d.).  
Still Picture: A photograph of an object that is in place 
3D Panoramic: A digital application which allows for Internet users to see a three 
dimensional view of an object 
Website: A connected group of pages on the World Wide Web regarded as a single entity, 
usually maintained by one person or organization and devoted to a single topic or several 
closely related topics. (Dictionary.com unabridged, n.d.). 
Website Content: Information made available on the Internet for virtual visitors of the 
website. 
Wikis: A website in which users are able to produce and develop content 
World Wide Web: The complete set of documents residing on all Internet servers that use the 
HTTP protocol, accessible to users via a simple point-and-click system. (The American 
heritage dictionary of the English language, n.d.). 
YouTube: A video sharing website where users can upload, view and share video clips. (The 
free on-line dictionary of computing, n.d.). 
Zoom: To bring a subject, scene, etc., into close-up or cause it to recede into a long shot 
using a zoom lens and while maintaining focus. (Dictionary.com unabridged, n.d.). 
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CHAPTER TWO: LITERATURE REVIEW 
Introduction 
 Museums encompass a variety of roles and purposes, including that of a public 
education institute, a venue for special events, and the housing of exhibitions for education 
and marketing purposes (Kotler & Kotler, 2000). Within the past decade, museums have also 
sought new marketing strategies to increase museum visitation. Kawashima (1998) found, 
“Due to increasingly fierce competition for visitors in the wider leisure market, and also out 
of a genuine desire to serve the public better, many museums have invested in improving the 
visitor experience” (p. 21). Maintaining or establishing a website can equip museums to 
compete effectively against other informal education institutes and entertainment 
establishments.  Particularly in today’s highly competitive market place, the development of 
a website for a museum is not only as information provider, but also as a powerful marketing 
tool (Lin & Cassidy, 2008). Maintaining a website offers museums an opportunity to brand 
themselves and reach non-traditional museum visitors (Wallace, 2001).  
 Because of the subject matter of this research, the following topics were explored in 
the literature review: virtual museums, online collections, virtual exhibits, and types of 
Internet technologies. The literature review also explored how textiles and clothing museums 
utilized their websites to provide entertaining, engaging, and educating online experiences to 
virtual visitors. 
The Virtual Museum 
 The definition of a museum according to Burcaw (1975) is “a nonprofit institution 
that collects, preserves and displays objects for educational or aesthetic purposes” (p. 9). 
Museums of the twenty-first century are education centers that also provide entertaining 
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experiences to its visitors. The need to disseminate information to the masses is a primary 
need for all museums. Although museums are institutions that primarily exist to display 
objects they also have “the function of communication and dissemination of knowledge” 
(Schweibenz, 1998 p. 187). 
 Schweibenz (1998) described the virtual museum as “a means to establish access, 
context, and outreach by using information technology” (p. 185). The homepage of a virtual 
museum serves several purposes which include introducing the mission of the institution, 
promoting on-site exhibits and programs, providing basic information about the importance 
of conserving the objects in the collection, and publicizing the institution (Schweibenz, 
1998). The Internet is able to provide a connection between museums and online visitors 
which can be defined as “connectedness” (Hoptman, 1992). “Connectedness” describes the 
connection between museums, visitors, the collection and information with the help of 
information technology. Virtual museums transcend the limitations of the traditional museum 
in that information is presented to online visitors to access and explore twenty-four hours a 
day seven days a week. Museum websites are effective tools to provide access to museum 
information along with disseminating discipline-specific knowledge and creation of dynamic 
and attractive virtual exhibits (Lin & Cassidy, 2008). 
 Virtual museums are able to reach a very broad audience and may provide a unique 
learning experience. Having an online presence is essential for museums as this meets the 
educational needs and expectations of the twenty-first century museum visitor (Howes, 
2007). In the twenty-first century museums must realize the importance of the Internet and 
other technologies as credible methods to communicate information and educate the public. 
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Bowen, Bennett, Johnson (1998, para. 2-7) identified several reasons why museums should 
use the Internet. They stated: 
 Maintaining a presence on the Internet provides the potential for instant 
worldwide publicity. 
 The Internet offers fast and convenient communication with colleagues and 
the general public. 
 An important facility for museums is the possibility of virtual exhibitions, 
perhaps mirroring actual exhibitions in the galleries, both temporary and 
permanent, but also allowing access to material not otherwise generally 
available (e.g., objects in storage, normally  the majority of a serious 
museum's collection, or those too fragile or sensitive for display). 
 The network may be seen as an alternative, cheap, and complementary form 
of information provision.  
 Remote access avoids the expense of travel, especially for international 
access. Availability of on-line material is not affected significantly by 
distance, apart from speed of downloading. Potential visitors who may not be 
able to appreciate a museum's collection in any other way can be given a 
chance to do so. 
 An important development for the future will be increasing availability of on-
line databases for remote scholarly research of collections (Mannoni, 1997). 
The possibility of searching across a wide range of information distributed 
around the world is now physically possible. If existing museum catalogues 
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can be digitized, research which previous took months or years could take 
significantly less time to undertake. 
As stated earlier, Internet use is increasing and museums that harness the effective use 
of mass media are able to disseminate information more abundantly and quicker to the 
general public. Bennett et al. (1998) supported the notion that the Internet can be a very 
effective tool for museums to use to communicate with the online audience. Schweibenz 
(1998) stated the, “Internet has become a household word. Even institutions with more 
conservative attitudes towards information technology such as museums start to recognize 
the possibilities it offers for the dissemination of information to a worldwide public” (p. 
186).The Internet offers museums an opportunity to create an environment in which virtual 
visitors are able to explore, research, browse and sometimes play within the collection or an 
exhibit. Visitors to virtual museums can do similar things in a Web space as in a physical 
gallery setting, such as learn, teach, socialize shop, participate, plan, research, and find 
entertainment (Howes, 2007). Museums that have or are in the process of developing an 
online presence have a promising future in meeting the needs of the public. 
 An online presence is essential to reaching both frequent and non-traditional museum 
visitors. The online museum experience can provide social interactivity among online users. 
The virtual museum not only provides useful information to visitors but also encourages 
them to reuse the website and may arouse their interest to visit the physical museum (Lin & 
Cassidy, 2008). Therefore it is important to understand the factors that virtual museums must 
take into account when developing content for online use. It is also important to consider the 
experience from the point of view of the virtual visitor and what they might wish to gain 
from a museum website (Lin & Cassidy, 2008). 
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The Textiles and Clothing Museum Online Collection 
 Museum collections on the World Wide Web are databases of records “that represent 
holdings from permanent and study collections. Typically, databases provide data about each 
object (accession number, title, classification, materials, date, dimensions, donor name) and 
in many cases, a digital surrogate of the object” (Kalfatovic, 2002). The impetus for many 
museums to put their collections online is the need to provide access to its collections 
globally. According to Trzeciak, McCann, and Martin (2006), “Online collections have the 
potential to bring the observer closer to an object” (p. 273). 
Goodrum and Martin (1999) conducted research concerning digital museums, more 
specifically online historic costume collections. The researchers identified the need of putting 
Drexel University’s Historic Costume Collection online as bringing the “Collection out of the 
closet so that it can be accessed by a variety of users. Creating a searchable database of 
digitized images and supporting documentation for each piece offers a means by which the 
collection may be accessed by students, scholars, designers and other interested individuals 
around the world” (Goodrum & Martin, 1999, para. 3). Goodrum and Martin (1999) 
examined the process of developing a costume collection online. The staff of the Drexel 
Historic Costume Collection recognized the many benefits and advantages of having an 
online collection and as a result analyzed potential users and resources “to provide a user-
centered framework for designing the database and to identify low cost methods for 
delivering the database” (Goodrum & Martin, 1999, Analysis of Needs and Resources, para. 
4).  
The authors identified three potential user groups for such a site including textiles and 
apparel students, textile and fashion designers, and scholars. For the textile and fashion 
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designer audience the authors found that this group typically looked for information 
regarding historical costume in books, articles, and by visiting museums. Having access to a 
visual image, being able to physically touch the garment, and information about construction 
were all very important to this group. Goodrum and Martin (1999) also found students 
studying in the apparel major had similar needs as the textile and fashion designers but were 
more comfortable with conducting research online, and using technical software such as 
CAD to examine details of a garments’ design. For scholars of historic costume the authors 
found that this group desired access to the physical object because visual representations 
lacked adequate depiction of texture and construction. After identifying the needs and 
learning the attitudes of potential users the authors concluded that all three groups required: 
1) Access to a visual image of an object, 2) Access to multiple views of an object, and lastly 
3) Additional information such as supporting documentation that listed provenance and 
bibliographies of published sources on objects. Providing virtual, digital images of 
collections helps the online audience understand the artifact. When developing an online 
collection it is important to study and identify the audience of online collections because as 
Boynton (1997) pointed out, the potential for an online audience is broader than for a 
physical museum space.  
 A challenge for many university collections is that only students and faculty within in 
a specific department have access to the collection. Although textile and clothing museums 
provide great resources for students, scholars, and the public, they are often underutilized 
(Lin & Cassidy, 2008). In order for online collections to be accessible it is necessary to 
analyze the needs of potential users, and to evaluate resources (Goodrum & Martin, 1999). 
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Particular challenges many museums face include lack of technological expertise and the 
funding to present the collection online (Maier, 1999; Saiki, 2008).  
Saiki (2008) conducted an analysis of digital images featured on textiles and clothing 
collection websites and found that although having an online collection helped collections 
achieve its mission to educate the public that, “There was not an overwhelming number of 
websites utilizing Internet technology to the fullest that would help the clothing and textile 
museum audiences” (p. 108). The author suggested that if museum websites were recognized 
as a complement to the physical museum that museums would leverage costs and time 
restrictions. Saiki (2008) developed a guideline for collection websites which consisted of 
several basic procedures: 1) To display at least one or two feature pieces in an attempt 
maintain quality and reduce costs, 2) To provide enlargement features, 3) To display exhibits 
in groups, and 4) To provide interpretative text. 
Historically, lack of funding has been an issue for textile and clothing collections 
(Saiki, 2008). Although having an online presence opens up many marketing and educational 
opportunities for many museums, challenges and difficulties that arise when digitizing 
collections outweigh the many benefits of an online collection. Saiki (2008) stated,  
“Creating visuals for costume, However, can be particularly expensive in that, similar to a 
physical display, substantial research is required to interpret the artifact for appropriate and 
accurate display, and more resources are needed to display and fit clothing on dress forms or 
mannequins” (p. 101).  
Digital collections presented online are able to assist museums in achieving their 
mission to disseminate information, communicate, and teach the general public (Saiki, 2008; 
Swade, 2003). Saiki (2008) stated, “Virtual artifacts appeal to visitors and can be used as 
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interpretive media, interactivity and education” (p. 100). Online collections provide Internet 
users the opportunity to explore objects and gain a contextual understanding of clothing 
(Saiki, 2008; Trzeciak, McCann, & Martin, 2006). The online collection also has the 
potential to provide “a much greater number of viewers the opportunity for a more in-depth 
observation of an historic object” (Trzeciak et al., 2006).   
Virtual Exhibits 
 An exhibit can be described as a themed presentation of objects that Kalfatovic 
(2006) described as having “a tight connection between its idea, objects, and script that ties 
them all together” (p. 3). Virtual exhibits can be featured at a physical museum, online or in 
both locations. Virtual exhibits provide the online audience the opportunity to explore 
collections objects without having to physically visit a museum. They may also encourage 
online visitors to physically visit the collection or museums (Kalfatovic, 2006). Virtual 
exhibits provide a meaningful addition to already existing museum websites. Museums that 
recognize the capabilities of virtual exhibits and understand the need for an online presence 
may be more able to efficiently produce effective websites. 
 In order for museums to design effective virtual exhibits, Sayre (2000) suggested 1) 
To provide an online version of events and information for visitors that are incapable of 
visiting the physical exhibit, 2) To provide additional information about an object, and 3) To 
document and archive the process for future reference. Production of virtual museum exhibits 
are very time consuming because of the lengthy preparation and planning stage (Kalfatovic, 
2006; Sayre, 2000). It is important for museums to feature online exhibits especially for those 
institutions that rarely find opportunities to present live exhibitions (Sayre, 2000). In some 
instances virtual exhibits can affect the success of onsite exhibits. Sayre (2000) examined the 
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process of developing an online/on-site exhibition and identified factors for achieving 
success in such collaborations. He found that by providing an online version of events and 
information for visitors who not able to attend the on-site exhibition triggered on-site visitors 
to access the virtual exhibit and encouraged online visitors to visit the physical exhibit (2000, 
para 18-21). 
 Virtual exhibits provide “free choice learning” to the online audience (Falk & 
Dierking, 2000). Visitors are able to bring their own interests and ideas to the process of 
viewing an online exhibit (Sayre, 2000). Museums that feature online exhibits are able to 
present current exhibits or provide free exploration of the collection which can help establish 
a positive virtual museum experience. In order for museums to successfully create “free 
choice learning” environments it is important to establish online visitors as the authorities of 
their learning experience. In order to provide a positive virtual museum experience, museums 
should consider their virtual visitors as active stakeholders when designing virtual exhibits.  
Types of Internet Technologies 
 Social networking has significantly increased in popularity in the last four years 
(Lenhart, 2007). Although social networking is not a new idea since people have been able to 
engage in online discussion through the use of chat rooms and bulletin boards, and have been 
able to create homepages in the past, MacArthur (2007) argued, “The difference now is the 
scale at which it is happening and the cascading network effects enabled by a new generation 
of collaborative online applications” (p. 58). Social networking provides opportunities for 
online visitors to connect with content on a personal level. Being able to share their thoughts 
and contribute knowledge gives the online visitor power and authority to create rich learning 
environments. The ability of websites to allow visitors to make sense of the websites rather 
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than relying solely on organizing principles imposed by others makes the content more 
retrievable, useful, and meaningful to the audience (MacArthur, 2007). Through the use of 
social networks such as wikis, blogs, Facebook, and MySpace museums are able to distribute 
information easily to the masses and allow online users to become engaged with the content. 
 Blogs are Web sites that contain online personal journals with reflections, comments, 
and hyperlinks provided by the writer. Wikis are websites that provide a collaborative 
environment in which visitors are able to produce and edit content. Blogs and wikis allow 
users to contribute to or edit content on a website and these technologies facilitate online 
collaboration. Both blogs and wikis encourage the building of relationships with the public, a 
necessity for museums. Museums that implement the use of wikis are able to provide a social 
community that gives users the freedom to create content, resulting in a more highly personal 
customized learner experience. Wikis offers museums a chance to connect with an 
international audience, and by doing so are able to educate more people through the use of 
Internet technology than traditional onsite learning opportunities (Brown, 2007). 
 The use of blogs by museums may provide an efficient method of communication to 
museum visitors. For example, when the Smithsonian American Art Museum re-opened after 
a six and half year closure due to renovation, it used Internet technologies to reconnect with 
its constituency. Jeff Gates (2004), the media producer at the Smithsonian American Art 
Museum stated, “With our reopening we had the opportunity to use new tools to connect with 
our on-line visitors and connect our Web offerings with our about-to-be galleries. In addition, 
we saw an opportunity to strengthen our connection with younger audiences: twenty and 
thirty-somethings who were getting much of their news and cultural information on-line” 
(Why Publish a Museum Blog section, para. 5). In this particular case, online visitors were 
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able to view and learn about artifacts that were not available for public viewing during 
renovation. 
 Blogs allow users the opportunity to interact with museum staff and to receive up-to-
date information about upcoming events and changes to a physical museum. Gates (2004) 
described the Smithsonian American Art Museums use of weblogs as “…a way to highlight 
our assets with high impact at low cost. The project fit well with our museum’s mission to 
connect Americans’ experiences with our art world. Connecting our collection and museum 
activities with the social network also known as the “blogosphere” would bring new 
audiences to our museum’s Web sites. We wanted to use viral marketing to create a “buzz” 
as we readied the museum for its debut” (Why Publish a Museum Blog section, para. 6). 
Blogging in this case helped the Smithsonian American Art Museum to connect with its 
audience online, highlight certain artifacts at low cost, and helped to produce a “word of 
mouth” marketing strategy for the museum’s blog.  
In order for museums to successfully use blogs as a medium, education departments 
need to follow a flexible set of guidelines when developing either of them. When discussing 
how the Smithsonian American Art Museum established its blog, Gates (2004) stated, 
“Defining the parameters of our blog before we started publishing was important. What did 
we want to talk about, and how did we want to talk about it?” (Story Ideas: Changing as the 
Situation Warrants section, para. 1). By prioritizing the museum’s use of a blog and 
identifying what information will be shared provides the guidelines for effective and efficient 
weblogs. 
 Although there is not much use of wikis by museums, some museums have 
successfully incorporated the use of wikis into its online educational component. For 
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example, Greenmuseum.org, which describes itself as a “non-profit on-line museum of 
environmental art and advances creative efforts to improve our relationship with the natural 
world,” provides a wiki online (http://wiki.greenmuseum.org). Online visitors of this 
particular wiki are able to learn more about environmental-friendly artists and share their 
personal thoughts or ideas about the featured artists work. The Greenmuseum.org has been 
active since 2002, and has an increasing community of content developers. 
 Wikis and weblogs are successful tools that museums may use in an attempt to 
nurture better relationships with visitors. These Internet technologies are able to build 
connections between virtual visitors and objects in collections and visitors are able to receive 
a behind-the-scenes look at the happenings of a museum. Museums that utilize social 
networks are able to increase their audience, increase traffic to their organizations, and 
publish content online effectively and in an efficient manner (Gates, 2004). Museums that 
embrace the use of wikis, blogs and other Internet technologies embrace the large audience 
of learners and content producers and provide an outlet where the online community can 
come together and interact with each other on an intellectual level. There are educational 
benefits of participatory learning that can be addressed by social networking technology such 
as wikis and weblogs. The key principles of museum learning that can be addressed by the 
application of the Web are visitor interpretation, “minds-on” interactivity, social interaction 
and making connections to enhance museum learning (MacArthur, 2007). 
Social Networking Sites 
 Social networking sites such as Facebook and MySpace are types of virtual 
communities that have grown tremendously popular in the last few years (Joinson, 2008; 
Passerini, 2007). Alexa.com, a Web information company, reported in November 2009 that 
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six of the top twenty visited websites are social networking sites. Joinson (2008) stated, 
social networking sites, “Typically provide users with a profile space, facilities for uploading 
content (e.g. photos, music), messaging in various forms and the ability to make connections 
with other people. These connections (or “friends”) are the core functionality of a social 
network site although most also provide opportunities for communication, the forming of 
groups, hosting of content and small applications” (p. 1027). Members of Facebook and 
MySpace are able to create profile pages, make connections with people and businesses, and 
meet new people through the site (Joinson, 2008; Passerini, 2007). A profile page provides 
information concerning your identity such as your name, photos, location, and personal 
interests (Passerini, 2007). Facebook and MySpace users are able to connect with other users 
by sending a friend request, which must be accepted by the receiving party in order to 
establish a link (Passerini, 2007). “Friending” another member gives them access to your 
profile, adds them to your social network, and vice versa (Passerini, 2007). Facebook and 
MySpace as well as many other social networking sites serve a number of functions that 
members are able to benefit from.  
The root motivation for social networking sites are “communication and maintaining 
relationships” (Passerini, 2007, Introduction section, para. 3). By using the technology of 
social networking sites museums are able to build unique online communities which allow 
museums to make connections and participate in dialogue with visitors (MacArthur, 2007). 
Social networking sites are able to provide museums an opportunity to encourage social 
interaction and promote a group learning experience (MacArthur, 2007). Museums that 
embrace social networking technology will “improve learning and increase audience 
engagement, but also enhance knowledge and stimulate creativity across the board” 
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(MacArthur, 2007, p. 64). Museums that develop a presence on social networking sites such 
as Facebook or MySpace are able to provide “opportunities for visitors to learn about and 
interact with each other, as well as to feel a part of a special group” (Howes, 2007, p. 72).  
Conclusion 
 Many museums have not yet taken the plunge in becoming digital learning 
institutions. In fact, Honeysett (2007) stated, “Much of the museum community seems 
reluctant to fully embrace the Internet, either by not having a website, or by treating it as an 
afterthought” (p.147). Increasingly, the world is becoming a wired village. Museums must 
react accordingly to stay afloat where there are thousands of other “edutainment” venues to 
visit. Museums that implement technology into their offerings are able to readily meet the 
many new ways people conduct their lives. Honeysett (2007) stated, “Like it or not, the 
Internet is becoming the primary way we research, do business, plan vacations and entertain 
ourselves and learn” (p.147). 
 Technology enables museums to provide engaging, entertaining and educating 
experiences to its visitors. The museums that harness the power of Internet technologies such 
as blogs, wikis and other social networks are able to reach a broader and much more diverse 
audience. Education departments in museums need to encompass digital technology. By not 
acknowledging the many benefits and advantages of using Internet technologies for 
educational purposes, museum education departments will not be able to produce lessons 
concerning the cognitive and affective educational value of activities. 
 Internet technologies like blogs, wikis, and Facebook are effective tools that engage, 
entertain and educate the public. Much of the public already views or participates in all three 
technologies in their everyday lives. Museums that recognize and understand the need and 
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the power of Internet technology will be able to advance in the future. Honeysett (2007) 
urged the need for museums to become digital and embrace Internet technology, and stated, 
“Museums are here for the good of the public and the public is online. One of the most 
important things to consider is our future audience and their expectations. Today’s youth 
only know a digital and online world. They need to be engaged now, because it will be much 
harder to engage them in ten or twenty years’ time. Investing in the Web is a necessary long-
term investment for the museum community for sustainability” (p.153). 
Based on a review of literature, it becomes clear that textiles and clothing museums 
and other similar nonprofit educational institutes must build and maintain websites to provide 
general information but also to provide educating, engaging, and entertaining experiences. A 
museum website is able to promote awareness of its collections and invite virtual visitors to 
the physical establishment (Howes, 2007). The ability to provide a customized learning 
experience based on the interests of virtual visitors is a unique method to promote 
exploration and learning.  
 Many museum websites fail to create an entertaining online learning environment by 
being filled with facts and images, yet offering few opportunities for active, creative 
engagement (Howes, 2007). A museum website can be used as a tool to foster social 
interaction, and to develop community-centered environments both of which are important 
components to consider when establishing a learning environment (Bransford, 2000; Howes, 
2007).  
In order for museum websites to keep current audiences and attract new visitors it is 
essential to invest time and money to the development of a digital online presence, and to the 
maintenance of this website. Museums need to adopt Internet technology to effectively 
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inform and entertain virtual visitors. Benefits of having an online presence are that it 
provides customized learning experiences in a virtual world that encourages play, 
interactivity and social engagement among its web audience.  
Although most museums acknowledge the Internet as a method to promote its 
mission, reach new audiences and improve public education, little is known how to 
effectively and efficiently do it (Howes, 2007). In order for museums to make a connection 
with its online audience it must have an established website that effectively provides needed 
and desired information of its users. Howes (2007) shares “Museums must broaden their 
institutional focus beyond an organization rooted in an exclusive place in real time to a 
ubiquitous source of around-the-clock educational experiences” (p. 77).
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CHAPTER THREE: METHODS AND PROCEDURES 
In order to understand the best practices for museum website development, I 
interviewed eleven museum professionals, and examined the websites of their museums. 
Only a small sample of textile and clothing museum professionals related to website 
development were interviewed due to limitations in access, language, and the limited number 
of textiles and clothing focused institutions. In order to increase the possibility of reaching at 
least eleven museum professionals, I used a snowball sampling technique by asking each 
interviewee to recommend other potential research participants. Conducting interviews was 
essential in understanding the methods and procedures for creating an online presence, 
digitizing collections, and hosting virtual exhibits. Qualitative interviews were an effective 
manner in which to create meaning about a particular topic (Esterberg, 2002).  
Individuals initially contacted to be interviewed were listed on textiles and clothing 
museums websites as: curator, collections manager, museum director, museum manager, or 
exhibition manager. Although there were many professionals to discuss website design with, 
the people that I interviewed had special insight relating to textile and clothing museums and 
were integral to developing content for the Web and/or making their collections available 
online. The interviews were conducted using the technology of email or traditional telephone 
calls. 
To gain as much information and knowledge as possible from the interviewees, semi-
structured questionnaires were utilized to allow me to focus more on the interviewees 
perspective than my own. According to Esterberg (2002), “In semistructured interviews, the 
goal is to explore a topic more openly and to allow interviewees to express their opinions and 
ideas in their own words” (p. 87). Esterberg (2002) stated that in-depth interviews are 
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particularly useful for exploring a topic in detail. Conducting in-depth interviews with each 
interviewee gave me an understanding of what textile and clothing museum professionals 
were actually doing in regards to establishing and maintaining an online presence. It was 
appropriate to interview textile and clothing museum professionals in order to understand the 
process of developing and maintaining a museum website. Strength of qualitative data is 
“that they focus on naturally occurring, ordinary events in natural setting, so that we have a 
strong handle on what “real life” is like” (Miles & Huberman, 1994 p. 10).  
Hosting semistructured interviews also produced a unique set of data that was 
nonbiased and representative of the sample because in-depth interviews give the persons 
being interviewed the “opportunity to tell their own stories” (Esterberg 2002). Esterberg 
(2002) stated “We interview people to understand what life is like from perspectives other 
than our own. We try to move beyond our own experiences and ideas and to really 
understand the other person’s point of view” (p. 87). It is important to collect data from the 
interviewees’ perspective in order to understand a topic in terms of what each interviewee 
has to share. Conducting interviews was essential in understanding the methods and 
procedures for creating an online presence, digitizing collections, and hosting virtual 
exhibits.  
The interviews were analyzed using the process of grounded theory. The researcher’s 
aim was to develop a theory grounded from the data (Strauss, 1990). This was established by 
systematically conducting interviews first, and interpreting the data by noting recurring 
patterns and themes, and counting how many times these patterns and themes appeared in the 
data (Miles & Huberman, 1994). 
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In addition to the interviews, a content analysis of the museum sites at which the 
interviewees were employed was conducted in order to examine the different components of 
a textiles and clothing museum website. I reviewed the websites based on the categories of 
online interaction (for example Facebook and blogs), online collection (for example 
searchable database and browsable images), display technique (for example mannequins and 
dress-forms), image features (for example zoom and 3D), and text accompanying images (for 
example designer/creators name and accession number). The instrument developed to 
evaluate each site was based on the content analysis conducted by Saiki (2008) and Williams 
(1997), personal knowledge, and suggestions from my thesis committee.  
The content on each site was recorded using the instrument according to what content 
categories it contained. Conducting a content analysis was appropriate because in previous 
research it has been used to examine interactivity within websites (Ghose and Dou, 1998). 
Conducting a content analysis was also appropriate because in the past it has been used in 
historical costume research, social science, and mass communication research (Paoletti, 
1982). It was important to evaluate the content on these websites because as Fico, Lacy, and 
Riffe (2005) stated, “The content of communication represents a rich data source whether 
one focuses on describing images and portrayals because of their assumed effects or 
examines content as an unobtrusive indicator of antecedent conditions or behaviors” (p. 17). 
Sampling Procedures 
To establish a list of potential interviewees I created criteria to select 
museums/collections that would serve as a potential sample. The criteria used to select 
museums/collections included: size (ranging between 3,000 and 50,000 artifacts), region 
(Northern, Southern, Eastern, Western, and Midwest), international location (Canada and 
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London), and included both university and non-university affiliated collections. I also used 
the book, Clothing and Textile Collections in the United States: A CSA guide (Queen and 
Berger, 2006) as a resource to find the sample. Preference was given to museums and 
collections listed with a website address in the book. Museum and collection websites were 
then visited. When visiting the websites I conducted a preliminary evaluation based on 
information provided and the appearance. All of the respective museums and collections 
maintained active websites (Appendix B). 
Data Collection 
Upon gaining institutional review board approval (Appendix C), I contacted thirty-
eight textile and clothing museums by email and telephone to invite them to participate in 
this study. Out of the thirty-eight museums contacted only thirteen responded giving a 
response rate of 34.21%. Ten of the thirteen museums contacted for participation were used 
for the sample because of mutual scheduling compliance (Table 2). Eight interviews were 
conducted using a traditional telephone call, the remaining two responded to the 
questionnaire by email due to their personal preference.  
The interview schedule contained forty-seven questions to address demographics of 
participants (i.e., What is your position? How long have you been in this position?), the 
mission of the organization (i.e., Can you talk about the mission of your institution? How 
does the museums website fit into your mission?), the collection/exhibit website (i.e., Do you 
ideally want to have every object of the collection online or just selected pieces?), and the 
planning and development of textile and clothing museum websites (i.e., On average how 
much time does the creation and development of website content take?) (Appendix D).   
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Before talking to each participant the interview schedule, was refined to match the 
interviewees’ experience of being part of the website development process because some 
questions were not applicable based on whether it was a museum or university-housed 
collection, if the organization had an online collection or had virtual exhibits. Also before 
each interview, participants were provided with the interview schedule and informed consent 
form. Although a trial interview was not performed because of lack of time and not being 
able to recruit a participant that was representative of the target audience, the interview 
schedule was edited and reordered after the third interview because some questions had the 
same response given by interviewees, some questions were more appropriate to ask earlier 
during the interview, and some questions would be addressed in the content analysis. 
With informants’ consent, all interviews were digitally recorded and transcribed to 
ensure accuracy in data analysis. To further increase data validity, informants were sent a 
typewritten copy of the transcript and asked to confirm its precision. Telephone interviews 
ranged from twenty-five minutes to one and a half hours in length.  
The instrument developed to conduct the content analysis included twenty-eight 
variables (Appendix E). When conducting the evaluations I used a combination of checking 
off when the museum had a specific variable and writing down alternatives for the variable 
of “other.” Evaluation of the each website required from five minutes to thirty minutes. 
The Participants 
The individuals I interviewed provided great insight into the present state of the 
textile and clothing museum field. A total of eleven textile and clothing museum 
professionals were interviewed (Table 1). I ensured representation of interviewees from 
small, medium, and large size museums as well as a mix of diverse job titles and 
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responsibilities including museum curators (4), collections managers (2), associate professors 
(2), multimedia developers (1), marketing and publications assistants (1), and museum media 
managers (1). Nine of the ten professionals either had a graduate degree(s) or were in pursuit 
of a graduate degree. The majority of the professionals (8) had similar academic backgrounds 
in fashion design, historical costume, arts management, museum studies, textile conservation, 
or art history. Two of the ten participants had academic backgrounds in information systems 
or graphic design. Four of the ten professionals were alumni of the institutions at which they 
currently worked. Participants’ work experience ranged from one to twenty-two years. The 
majority of the participants were female, while two professionals were males (18.18 percent). 
One interview involved two museum professionals who worked together at the same 
institution. To ensure confidentiality, each informant was assigned a pseudonym in the data 
analysis process. 
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Table 1: Demographic Information of Informants and Museums/Collections 
Name Gender Years of 
Experience 
Job Title Museum or 
University 
Collection 
Region Type of 
Organization/Mission 
Size Mission 
Hollis Female 22 Senior 
Museum 
Curator 
A Northeast A not-for-profit corporate art 
museum that has a costume 
and textiles collection. 
n>30,000 
225,000 is the 
total number 
of artifacts the 
museum 
houses 
 
Seeks to 
preserve, 
enhance, 
interpret, and 
extend the reach 
of its collections 
and the visual 
arts to a diverse 
audience as a 
source of 
learning. 
Angela Female 14 Museum 
Curator 
B Midwest A museum at a public 
university that has a fashion 
collection, ethnic costume 
collection, and a textiles 
collection. 
n>30,000 
 
A teaching 
collection that is 
dedicated to 
collecting, 
exhibiting, 
interpreting and 
preserving 
fashion and 
decorative arts. 
Gabrielle Female 13.5 Museum 
Curator 
C Midwest A collection at a state 
university. 
n>11,500 
 
To collect, 
preserve, and 
interpret textile 
and apparel 
material culture 
and to make the 
collection 
available to 
researchers. 
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Table 1: (continued) 
Name Gender Years of 
Experience 
Job Title Museum or 
University 
Collection 
Region Type of 
Organization/Mission 
Size Mission 
Karen Female 10 Associate 
Professor 
D Northeast Collection at a not-for-profit 
private institution 
n>7,000 
 
A teaching 
collection that is 
dedicated to 
education, 
research, 
scholarship, 
preservation, 
conservation, 
exhibitions, and 
making the 
collection 
accessible. 
Kyle Male 10 Museum 
Curator 
E West A not-for-profit corporate 
fashion museum that has a 
permanent and study 
collection at a proprietary 
college 
n>50,000 
 
A fashion 
museum that 
provides a 
costume and 
textile resource to 
students, 
educators, 
scholars and 
industry 
professionals, 
focusing on the 
development of 
education, 
exhibition, 
outreach and 
volunteer 
programs. 
 
 
 
3
2
 
Table 1: (continued) 
Name Gender Years of 
Experience 
Job Title Museum or 
University 
Collection 
Region Type of 
Organization/Mission 
Size Mission 
Tammy Female 8 Museum Media 
Manager 
F East A non-profit fashion museum 
that is a division of a college, 
which is part of a state 
university. 
n>50,000 
 
A fashion 
museum 
dedicated to 
education, 
research, 
scholarship, 
collecting, 
conserving, 
documenting, 
exhibiting, and 
interpreting 
fashion. 
Danielle Female 7 Associate 
Professor 
G Midwest A costume collection at a 
state-run public university. 
n>3,000 
 
A collection that 
strives to collect, 
exhibit, and 
interpret textiles, 
clothing, and 
accessories that 
support the 
institutions 
education, 
research, and 
community 
programs. 
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Table 1: (continued) 
Name Gender Years of 
Experience 
Job Title Museum or 
University 
Collection 
Region Type of 
Organization/Mission 
Size Mission 
Henry 
 
Teagan 
Male 
 
Female 
6 
 
3 
Multimedia 
Developer 
Collections 
Manager 
H Midwest Privately endowed and 
independent institution that 
has a costume and textiles 
collection 
n>50,000 
22,000,000 in 
the museums 
entire 
collection 
 
A history 
museum devoted 
to collecting, 
interpreting, and 
presenting the 
history of its city, 
state and county 
to the public 
through 
exhibition, 
programs, 
research and 
publications. 
Rachel Female 3 Marketing and 
Publications 
Assistant 
I Southwest Non-profit organization. An 
art museum that has a fashion 
design collection 
n>4,500 
n>18,000 total 
number of 
artifacts in the 
museums 
collection. 
An art museum 
that is dedicated 
to educating and 
exposing the 
general public to 
the history and 
aesthetic 
attributes of the 
visual arts. It 
strives to collect, 
conserve, exhibit, 
and interpret a 
wide range of 
visual art. 
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Table 1: (continued) 
Name Gender Years of 
Experience 
Job Title Museum or 
University 
Collection 
Region Type of 
Organization/Mission 
Size Mission 
Amy Female 1 Collections 
Manager 
J 
 
Midwest 
 
A collection that is a division 
of a college, which is a 
private arts and media 
college. 
 
n> 6,000 
 
A fashion 
collection serving 
as a teaching tool 
for fashion 
design students 
by providing 
access, on-going 
research, and 
educational and 
aesthetic 
exhibitions. 
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Conducting in-depth interviews with each interviewee provided me an understanding 
of what textile and clothing museum professionals were actually doing in regards to 
establishing and maintaining an online presence. It was important to interview textile and 
clothing museum professionals in order to understand the process of developing and 
maintaining a museum website. It is important to collect data from the interviewees’ 
perspective in order to understand a topic in terms of what each interviewee has to share. 
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CHAPTER FOUR: RESULTS AND FINDINGS 
 The following section details themes derived from the data about best practices of 
textile and clothing collections/museums. The textiles and clothing museum professionals’ 
words and ideas added richness to the analysis and representative excerpts are included 
below. The themes found by the researcher included: how the textiles and clothing museum 
professionals made their collections and museums accessible online; the preferences for 
displaying garments; and the types of Internet technologies used  to inform museum goers, 
promote awareness, create dialogue, and enable interactivity. Challenges expressed by the 
textiles and clothing museum professionals included lack of time and staff resources; lower 
priority of establishing and maintaining a website; and lack of ability and resources to 
continuously update, inform, provide access, and market the organization through the web 
and Internet technologies.  
 The purpose of this study was to gather qualitative data to assist textiles and clothing 
collections and museums in the creation and development of an online digital presence. I also 
analyzed the current status of textile and clothing museum websites in terms of their display 
practices and content. The resulting data produced a clearer view of the current state of these 
websites and also revealed directions for development of future sites. 
Description of the Museums  
 A total of eleven textile and clothing museum professionals in five different regions 
of the United States were interviewed. Ten websites were evaluated during a period of five 
and a half months. The resulting data was analyzed using grounded theory to determine 
emergent themes. Demographic information such as each museum’s regional location, type, 
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size of the textile and clothing collection were recorded. The following tables and figures 
present the analysis of these demographic variables. 
Figure 1 presents the distribution of the museums by region of the United States. Of 
the ten museums included in the sample five were located within the Midwest. This was 
followed by two museums in the Northeast, and one museum each in the East, West, and 
Southwest United States.  
Figure 1: Distribution of Museum/Collection by Region (N=10) 
 
Four categories of organizations were identified. Four (40.0 percent) of the ten 
organizations were university collections. Three (30.0 percent) were university museums, 
two (20.0 percent) were art museums, and one (10.0 percent) was a history museum (Figure 
2). 
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Figure 2: Distribution of Organizations (N=10) 
 
Two categories of collections were identified (Table 2). Eight (80.0 percent) of the 
ten organizations collected both textiles and clothing, and two (20.0 percent) of the ten 
organization collected only clothing. 
Table 2: Textiles and/or Clothing Sites (N=10) 
Artifacts Frequency Percentage 
Clothing Only 2 20.0 
Textiles and Clothing 8 80.0 
 
Research Questions and Findings 
 The six research questions are restated in this section with major findings pertaining 
to each one. 
Q1) How are textiles and clothing museum professionals making their collections and 
museums accessible online? 
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 A variety of features were available at the websites. Figure 3 presents the summary of 
the types of features found at the museum/collection sites which related specifically to the 
collections. The following features were most commonly found: browsable images (5 sites 
featured this resource), searchable database (4 of the websites), recent acquisitions (2 of the 
websites), and database software (2 of the websites). Four of the websites provided 
combinations of the features, such as browsable images with searchable databases. Five (50.0 
percent) of the sites did not provide any features of their collections on their websites.  
Figure 3: Site Features of Collections (N=10) 
 
 All (100.00 percent) of the textile and clothing museum/collections used a collections 
management system with an online component but only half (50.0 percent) of the sites were 
providing garments from their collections online. Although results from the content analysis 
showed that only two collection management systems were identified, further investigation 
through interviews found that the most (40.0 percent) common collection management 
system utilized by textile and clothing museums was Past Perfect software (figure 4). The 
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other museums utilized The Museum System, Star Museums, customized software, or were 
unaware of what collection management system the museum used to maintain their 
collections.  
Figure 4: Collections Management Software Used by Museums/Collections 
 
 Q2) What are the preferences of the textile and clothing museum professionals on 
how to display objects online? 
 Are there methods and best practices used across the field? 
 What are the processes for making collections accessible online? 
 Showcase the Collection 
 The informants stated that their collections were used to teach, educate, and 
communicate to the general public. Many of the informants talked about selecting garments 
that best portrayed the collections when deciding which pieces to feature online. According 
to Tammy, a media manager at a fashion museum, 
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We’ve cherry picked what we think are some of the most iconic pieces of fashion 
highlighting the best pieces that are simultaneously the most iconic pieces of fashion 
and what items in terms have moved fashion forward historically. 
The power of showcasing the collection to express the best aspects of the collection 
was also reflected by Rachel, marketing and publications assistant, and Danielle, an associate 
textiles and clothing professor:  
We find it important to display the noteworthy or important pieces from our 
collection because these images are primarily used to reveal to the public and other 
professionals  and students the scope of the collection that we have. (Rachel) 
I like to highlight a few key pieces to show the depth of the collection. To show 
 something special (Danielle). 
 Although the quotes of the informants consistently stated that noteworthy pieces were 
used to showcase their collections, no criterion was provided as to how to select objects to be 
displayed online.  
 Best Display Practices 
 In addition to showcasing the best aspects of the collection, informants also believed 
that the best way to display garments depended on how to show off the shape of the garment 
whether by use of a mannequin or a dress-form. Kyle, a museum curator stated, “They 
(garments) need to be on a form that shows how they are meant to look on a body.” For 
Rachel, the fit of the garment was the determining factor when deciding how best to display 
garments. She stated, 
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We use both mannequins and dress-forms for garments depending on the fit of the 
 garment. It’s either put on a dress-form or a mannequin. It just shows off the shape so 
 much better. 
 Figure 5 presents the summary of the types of display techniques found at museum 
sites relating specifically to clothing. Six (60.0 percent) of the sites used mannequins to 
display garments and three (30.0 percent) used dress-forms. One (10.0 percent) museum used 
both mannequins and dress-form techniques. Zero (0.0 percent) museums used the laid flat 
technique to display garments online. 
Figure 5: Display Techniques at Sites (N=10) 
 
 It appears that results from the interviews of textile and clothing museum/collection 
professionals are inconsistent with the results of the content analysis. Results from the 
content analysis indicated that the most common technique used to display garments online 
were the use of mannequins.  
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Highlighting details of garments by providing multiples views, close ups, and 
showing a garment three dimensionally were other practices shared by most informants. 
Teagen, a collections manager of a costume and textiles collection at a history museum 
stated, “You notice the different kinds of satin, the brocade of the dress itself and the lace on 
the sleeves and you know just kind of detailing what makes these dresses special.” Tammy 
stated, “Fashion is a three dimensional medium and having multiple views really gives you 
the best idea of what the garment looks like.” Angela, a museum curator stated at a university 
textile and clothing museum also agreed, 
The way I’ve done it was to do pictures of a piece to show its three dimensionality. 
So front, side, back and different side views. I always take details (close ups) so 
people can get closer to the textiles and things that are of interest in terms of the 
design. 
 Figure 6 presents the summary of the types of image features found at the museums 
sites. Nine (90.0 percent) of the sites provided still images, five (50.0 percent) of the sites 
zooming options, and four (40.0 percent) of the sites provided enlargement options. Four 
(40.0 percent) of the sites provided a combination of at least three different options for 
viewing objects, and two (20.0 percent) provided a combination of at least two options for 
viewing objects online. One (10.0 percent) provided only one single viewing option which 
was a still image. Three of the combinations that appeared included enlargement, zoom, and 
still viewing options. One combination that appeared included enlargement, zoom, and 3D 
viewing options. Another combination that appeared included zoom and still viewing 
options. 
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Figure 6: Image Features at Sites (N=10) 
 
Text Accompanying Images 
  Figure 7 presents the summary of the types of documentation of the artifact images 
shown on the sites. For five (50.0 percent) of the sites basic accession information (i.e., the 
name of artifact and date) and contextual information (i.e., historical information about the 
period of the object, or information about the culture from which it originated) was given. 
Four (40.0 percent) of the sites provided accession, contextual, and other information (i.e., 
fabric the object was made of). One (10.0 percent) of the sites provided no information at all. 
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Figure 7: Type of Documentation Accompanying Artifact Images at Sites (N=10) 
 
 Thus, most textile and clothing museum websites offered more than just basic 
accession information to accompany images at the websites and make the collections more 
accessible to online audiences. 
Limit Copyright Infringement 
In order to protect content such as photographs of objects that are published on 
museums websites, the informants spoke of methods used to limit and restrict online users 
from “copying and pasting” or stealing images. The majority of informants mentioned 
copyrighting webpages, and providing low resolution jpegs that discourage copying. Many of 
the informants also mentioned the inevitability of images being copied without permission. 
Rachel, a marketing and publications assistant at an art museum suggested, 
We try to protect them (photos of objects) from being copied and pasted and used on 
other peoples’ websites. What we do when we put images online is put them up with 
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a low resolution that’s an onscreen resolution. It’ll look great on your screen but if 
you try to take it…it wouldn’t look good at all. 
Henry, a multimedia developer at a history museum stated,  
 When we use images online we decrease the resolution significantly and we use 
jpegs. We slap our logo on them (images). We do not provide high resolution version 
of images online. 
Tammy suggested, 
 We don’t put them (images) up in that high of a resolution so it makes it very hard to 
use, to steal, and to use that image in another context. But if people want your stuff 
they’ll scan it at high resolution and they’ll use it. Really the culture is to try and be 
more open about the material your putting out there and so I think what we’ve done is 
that you just select and say…alright we’re gonna take these 500 pictures and they’re 
just gonna be out there in the world…you know…and just sort of be okay with that. 
Figure 8 presents the summary of how many textile and clothing collections and 
museums displayed copyright notices on their websites. Seven (70.0 percent) websites had 
copyright notices on their homepages. Three (30.0 percent) of the websites did not have any 
form of copyright notice on their hompages. 
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Figure 8: Sites with Copyright Notice on Homepage (N=10) 
 
 It appears that textile and clothing museum professionals have identified the problem 
of ease of copyright infringement online and are proactive about limiting copyright 
infringement. Although the researcher did not investigate whether or not images provided on 
websites were low resolution jpegs, their perception of best practice appears to be consistent 
with what they are currently doing. 
Making Collections Accessible Online.  
The majority of informants agreed that making collections accessible online was a 
collaborative process that involved the professional expertise of numerous employees in 
different departments at their organizations. The majority of informants identified that the 
method of making collections accessible online was as follows: objects were selected, they 
were then placed on forms, photographed, and then the photos were edited and uploaded to 
the Internet. The process and people involved for completing the digitization varied at the 
different institutions. Tammy shared, 
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The exhibitions department, Conservation when it comes to dressing and mounting a 
garment, Curatorial for obviously writing content the Director’s Office for approval 
also for editing, then there is the Office of College Relations which sort of oversees 
what we do and they also kind of give a stamp of approval. 
Rachel stated, 
 The photographer and the curator will stand there and they’ll take some photos, they 
put them on the computer, they’ll be like okay I think we need to rotate it a little bit to 
catch the characteristics of the line of the dress or the cut perhaps or a particular 
detail, the way the fabric falls or is draped. For our online galleries we actually use 
Flickr. So we put all the images on there and upload them to our website. 
Amy stated, 
 We have a graduate student who is a photographer and basically she comes in twice a 
week and one of our student workers puts an outfit on a dress-form, she photographs 
it and while she photographs it someone is undressing the dress-form and they switch 
it out. It’s just that process and at the end of the day she kind of Photoshop’s it and 
gets it to look nice and then we upload it to Past Perfect and then from what I 
understand it’s (content) pulled straight from Past Perfect. It is the Creative and Print 
Services that do all our web design and major printing for the college. 
  Due to a lack of technical terminology knowledge and because the process of 
digitization often involved multiple departments and staff members, many of the textile and 
clothing museum professionals were not able to enumerate how they made their collections 
accessible online. However, what become clear from the interview data was 1) the need for 
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collaboration with other professionals and departments and 2) putting garments on forms, 3) 
photographing them, 4) editing them, and 5) uploading them to the web.  
Q3) What Internet technologies are used to educate virtual museum visitors? 
Q4) What Internet technologies are used to entertain virtual museum visitors? 
 While many of the informants agreed that there were benefits to using Internet 
technologies such as Facebook and MySpace, whether they were used to educate or entertain 
virtual museum visitors was unclear. The themes that emerged when discussing the uses of 
Internet technologies were that they were tools to inform, promote awareness, create 
dialogue, and enable interactivity. Tammy stated, 
It’s less about us pushing information out and more about pulling from our visitors 
and our users…to get more interaction and the sharing of knowledge. It’s about 
eliciting interaction so that people are engaged with the material. To have sound, roll-
overs, pop-ups, multiple videos, Flickr uploads, links to other sites, and podcasts are 
just great resources to have. 
Amy shared, “It’s a great way of networking and getting your name out there. They’re 
valuable tools for marketing and promotion.”  
Although most of the informants identified having a Facebook page, the majority of 
those with a Facebook page stated that after establishing a page they never went back to 
update it or had forgotten about it. Themes that were identified as factors why the Facebook 
pages were abandoned included lack of time and staff, low priority, and not having the ability 
to continuously update. Amy said, 
Because there’s only one staff person and the rest are all student workers we really 
just don’t have the man power to tackle all those (Internet technologies) sorts of extra 
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little things. We have a ton of other things that are much larger focuses at the time 
and not whether or not we have a page on Facebook. 
Rachel added, “I believe the museum has a Facebook page but that no one is really currently 
updating that or using that for getting information out to the public.” 
Figure 9 presents the summary of the types of online interactions found at museum 
sites. Six (20.6 percent) were virtual exhibits, and another six (20.6 percent) were interactive 
links such as links to an online dictionary of fashion and live links to sponsor websites. Four 
(13.8 percent) were other interactions such as links to their organization Twitter page, 
YouTube channel, an RSS feed, and Social-tagging. Three (10.3 percent) were featured links 
to organization Facebook pages. Three (10.3 percent) were online tours that were available. 
Two (6.8 percent) were featured links to organization Flickr pages. Two (6.8 percent) were 
featured links to organization blogs. Two (6.8 percent) were podcasts and one (3.4 percent) 
was a featured a link to its MySpace page. Zero (0.0 percent) were featured links to 
organization Wiki pages. 
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Figure 9: Online Interaction at Sites 
 
 It appears that although most textile and clothing museum professionals identified 
Internet technologies such as Facebook as being useful tools for promotion and increasing 
public awareness, online interactions that were commonly used were virtual exhibits and 
links to other webpages. Although most of the informants stated they had Facebook pages, 
only two links were found on websites that lead visitors to a museum’s Facebook page.  
Q5) What is the mission of a textile and clothing museum website? 
 Do the goals/objectives of a textile and clothing museum website differ from the 
goals/objectives of the physical establishment? 
 Does technology assist textile and clothing museums in achieving their mission? If 
yes, how? 
 How do textile and clothing museum professionals see the use of technology 
benefiting the museum? 
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 When discussing the missions of the website and the physical establishment, several 
themes emerged that were simultaneously present in both missions: to inform, provide 
access, and market the organization to the public. There was a consensus among informants 
that the mission of the textile and clothing museum website was a combination of informing, 
marketing, increasing public awareness, and making its holdings more accessible. Rachel 
stated, “It’s very important to get our collection out there so researchers and students around 
the world can access what it is we have to offer.” Tammy stated, 
 I look at it as being three components to inform people about the museum, what’s 
going on, where or what programs are available, how to get here. It’s a marketing tool 
to present ourselves (the museum) to a wider audience. 
 The majority of the interviewees also agreed that the textile and clothing museum and 
collection website also helped to achieve the mission of the physical establishment by 
presenting the collection online, informing the audience, and providing access to the 
collection.  
Hollis stated, “It’s (the website) a way of presenting the collection to the public. It educates 
and increases public access.” Danielle added, “The website helps to achieve the general 
mission of the university because it reaches out beyond our students here at the university.”  
 When discussing how technology benefited the museum/collection, informants 
generally agreed that technology in terms of the website, online collections, and use of 
Internet technologies were inexpensive and easy ways to promote the museum/collection and 
its offerings. Henry stated, “It’s been great for us, I mean, these are free resources that we’ve 
taken full advantage of and will continue to take more advantage of in the future. Kyle added, 
53 
 
“We want to use whatever is popular technology at the time that is going to be cheap and that 
is easily adaptable with what we’ve already got.” 
The majority of informants also agreed that the availability of Internet technologies 
made them particularly beneficial. Informants revealed that digitizing the objects and 
publishing the images online helped with the preservation and conservation of the physical 
garments. Karen stated, “By allowing many viewers to experience the object without the 
stress of a physical exhibition are beneficial in terms of achieving the mission of the 
collection.” Tammy added, “Historical costume and textiles are extremely fragile and 
sometimes rare so photographing them and putting them online definitely preserves that 
object. It can live longer.” 
6. What are the challenges textile and clothing museum professionals’ face when 
creating and maintaining a website? 
Challenges of Creating and Maintaining a Website 
When discussing the challenges and difficulties of creating and maintaining a textile 
and clothing museum website, several major themes emerged as problematic. These themes 
included: not being able to continuously provide up-to-date information, the website 
potentially decreasing physical visits, and losing authority/control of content once its’ 
published online. Henry stated, “A major challenge is not knowing whether or not providing 
content online competes with people physically coming in to the museum to see the physical 
collection.”  
Rachel stated, 
I don’t know if you will have control over it (content) because once it gets out you 
kind of lose control over it. They can show up in places that we would not consider 
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appropriate. The nature of putting an image online and in a year it could be on a 
hundred different websites or linked to places. I mean once it gets out there, and 
becomes available through Google search and information spreads it kind of becomes 
out of our reach. 
Danielle stated, 
By putting images and all sorts of information up on the Web, I think sometimes the 
purpose and reason for physically visiting the collection is lost. I mean you don’t 
want the Website to compete with the physical collection.  
Informants seemed to recognize that by making their collections and museums 
accessible online, control over what happened to the content decreased significantly.  
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CHAPTER FIVE: SUMMARY AND DISCUSSION 
 From the data one can conclude that among the informants interviewed and sites 
reviewed, there was some variety of how textile and clothing museums were making their 
collections and museums accessible online. Most of them had successfully established a 
basic online presence by providing features of collections online, multiple viewing options of 
objects in collections, and information about objects copyrighting homepages and enabling 
online interaction. From this data, a guideline for textile and clothing museum professionals 
can be developed, including suggestions for further improvements. 
 The following section addresses some of the types of content that appeared at sites, 
along with suggestions for further development. The types of content are presented in order 
of the findings presented with the research questions. 
 Although all textile and clothing museum/collections used a collections management 
system that provided an online component to assist with making collections available and 
accessible online, only half of the sites provided features of browsable images, and a 
combination of searchable databases and recent acquisitions online. Museums are not fully 
utilizing their collection management systems to complement their collections by making 
them more accessible online.  
All websites featured visuals of clothing and textile objects. The results show that 
there has not been an increase in the amount of textile and clothing museums’ websites 
featuring searchable databases of their collections online since 2008. Saiki (2008) found that 
49.1 percent of the websites had searchable databases, and still today half (50.0 percent) of 
the websites have features of searchable databases. The number of virtual exhibitions 
increased from 49.1 percent in 2008 to 60.0 percent in 2009. 
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Currently textile and clothing museums/collections are selecting objects that 
showcase their collections. By selecting pieces that showcase collections to feature online, 
museums are able to express the best aspects of their collections. The results show that the 
current practice used by museum professionals to select objects to display online is supported 
by previous research. Saiki (2008) found that 77.2 percent of digital images of objects were 
found as featured pieces. However, no criterion has been developed as to what constitutes an 
object as showcasing collections.   
Although textile and clothing museum professionals believed the best method to 
display garments depended on how to show off the shape of the garment 60.0 percent of the 
total websites displayed garments on mannequins. Previous research has shown that textile 
and clothing museums have tended to omit displaying clothing on mannequins and dress 
forms because of limited resources and because mannequins were more expensive than dress 
forms (Harris, 1997).  Although having limited resources are still a major concern for 
museums, mannequins were used more commonly than dress forms to display garments 
online. Saiki (2008) suggested that mannequins may help to explain garments to virtual 
visitors because of the limitations of databases in interpreting the objects in a historical 
context. 
As suggested in Goodrum and Martin (1999) providing enlarged views of textiles and 
clothing objects are helpful for virtual visitors. The number of websites with enlargement 
functions has increased from 24.5 percent (Saiki, 2008) to 40.0 percent currently. Textile and 
clothing museum websites that provided a variety of viewing options are changing the 
traditional use of textile and clothing collections. Traditionally the use of textile and clothing 
collections has been described as “hands on” (Saiki, 2008; Sauro, 2009). Considering the 
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need to provide multiple views to show an objects three dimensionality to museum virtual 
visitors, the results were not surprising. 
Textile and clothing museums are providing more than basic information about 
objects featured on websites. The most common information accompanying images on 
websites were accession and contextual information. The fabric of which a garment was 
made from was also frequently included. The common features addressed the name of the 
object, date of creation, historical information, and information about the culture from which 
it originated. The number of websites providing accession and contextual information 
accompanying images has increased from 45.0 percent in 1997 (Williams, 1997) to 90.0 
percent. The descriptions provided on textile and clothing museum websites assessed basic 
and important aspects of objects (Saiki, 2008). Other texts that were found on textile and 
clothing museum websites were copyright notices. The number of websites displaying 
copyright notices has increased from 68.3 percent in 1997 (Williams, 1997) to 70.0 percent.  
Williams (1997) suggested that more museums needed to post notices on their websites 
because of the ease of “copying and pasting,” altering images, and sharing of content. 
Williams (1997) stated, “Museums need to be responsible for protecting their right to the 
images of their artifacts, catalogs, and other content accessible at their sites” (p. 69).  
Although textile and clothing museum professionals are aware that publishing content 
on the Internet is problematic, the need to provide images and content about their collections 
to virtual visitors in an effort to make them more accessible has greater importance. 
Considering many museum missions are to educate and disseminate pertinent information to 
the general public, the results were not surprising and indicate that museum websites are 
helping to achieve the mission of the physical establishment. In the past the use of a 
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hyperstamp, a stamp on documents that are posted on the Internet indicating fair use of the 
material, was suggested as a possible solution (Stern, 1996; Williams, 1997). Currently 
textile and clothing museum professionals are using the technology of low resolution jpegs in 
an attempt to decrease copyright infringement. 
Textile and clothing museum professionals are not following a definitive procedure 
for making collections accessible and available online. The process of selecting objects, 
putting garments on forms, photographing the objects, editing the photos, and then uploading 
them to the Internet is the common practice among professionals. The researcher has 
suggested a more systematic sequence of steps for textile and clothing museum professionals 
to follow when developing content for museum websites based on the results (Appendix F). 
More research is needed to identify an effective process for making collections available 
online. 
Virtual exhibits and links to other webpages are the most common interactions 
available online. Internet technologies such as blogs and Facebook are being used by textile 
and clothing museum professionals with the intent to promote and create dialogue between 
organizations and their virtual visitors. Previous research suggested that links to manuscripts 
and other information are needed in online databases if the additional information is 
important to the textile and clothing audience (Saiki, 2008). The findings of this research 
identified that 55.0 percent of all online interactions documented were of interactive links, 
virtual exhibits, and other interactions such as links to their online organization YouTube 
channel.  
Textile and clothing museums are communicating with their online audience with a 
strong use of Internet technologies. As stated previously in the literature review, the Internet 
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offers museums an opportunity to create an environment in which virtual visitors are able to 
explore, research, and sometimes play. Museums are using different types of Internet 
technologies as tools to connect with their online audience, and for online visitors to connect 
with content on a personal level. 
The textile and clothing museum website is a tool used to achieve the mission of the 
physical organization. Textile and clothing museum professionals believe that their websites 
help to achieve the mission of the physical organization by increasing public awareness and 
informing the general public. Previous research found that 86.7 percent of historic costume 
and textile museums and archive collections websites provided an events calendar, and 75.0 
percent provided educational programs information (Williams, 1997). Although the 
instrument used to document variables found at textile and clothing museum websites did not 
include variables to identify public awareness, 55.0 percent of all online interactions 
documented were of interactive links, virtual exhibits, and other interactions. Based on the 
results of the content analysis and informants beliefs about the capabilities of Internet 
technologies to inform, educate, and increase public awareness it can be concluded that 
museum websites assist the physical establishments mission. 
 Textile and clothing museum professionals believe that a major benefit of technology 
is the ability it has to increase objects longevity, thereby also helping to achieve the mission 
of the physical organizations. Previous research suggested that although technology resolves 
conservation issues by decreasing the handling of objects and increasing objects’ longevity 
significantly, digitizing historic costume collections is time consuming and costly (Sauro, 
2009). Based on the results of the content analysis and interviews that all the textile and 
clothing museums used a collections management system with an online component but only 
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40.0 percent of the sites provided searchable databases. It can be concluded that the factors of 
time and cost are indicators of why more museum websites do not provide searchable 
databases. 
Recommendations 
Currently, textile and clothing museum professionals are not following a consistent 
procedure for making collections accessible and available online. The recommendations that 
follow present factors for textile and clothing museum professionals to consider when 
exploring ways to make their collections accessible online. 
1. Textile and clothing museum professionals should conduct research about current 
collection management systems being used by similar organizations. When considering 
purchasing a collection management system, textile and clothing museum professionals 
should select a system that works best for objects in the collection, and that is compatible 
with other software and programs already being used by the museum. 
2. Textile and clothing museum professionals should execute the suggested procedure in the 
exact order it is presented to ensure effectiveness and efficiency (Appendix F).  
3.  Developing content for the museum website is a collaborative effort that enlists the help 
of many museum personnel. The expertise of the curatorial department is needed to help 
with the selection of objects to be photographed and featured online because they help 
acquire and organize valuable historical items in the collection. The conservation 
department and collections manager should be consulted as well when selecting objects 
to be photographed because they help preserve the life of objects and oversee the 
handling of objects as well. The expertise of the education department is also needed to 
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help develop explanatory text that accompanies images online. The curatorial and 
education departments should consult one another when developing website content 
because both accession and contextual information are needed to support images online. 
A photographer, familiar with Adobe Photoshop, digital photography, and photographing 
textile and clothing objects preferably, is needed to photograph objects and edit 
photographs. The curatorial and exhibition department may want to work with the 
photographer to help prepare and style the object in an effort to capture the object at its 
best photographically.  
4. Before publishing content on the Web, textile and clothing museum professionals should 
seek the approval of the museum director or another authority to ensure that content 
reflects the museums mission.  
Implications for Future Research 
 The purpose of this study was to gain an understanding of what were the best 
practices used at textile and clothing collections and museums in the creation and 
development of an online presence. The results of the study suggest several areas for 
continued research. 
 To improve the effectiveness of developing website content, on-site observations 
should be conducted at different stages during the process of making collections available 
online to gather firsthand data on processes being studied (Frechtling, Frierson, Hood, & 
Hughes, 2002). Frechtling, Frierson, Hood, and Hughes (2002) stated, “By directly observing 
operations and activities, the evaluator can develop a holistic perspective, i.e., an 
understanding of the context within which the project operates. This may be especially 
important where it is not the event that is of interest, but rather how that event may fit into, or 
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be affected by, a sequence of events” (p. 59). On-site observations would also allow 
researchers to learn about issues the museum staff may be unaware of or unwilling to discuss 
in an interview (Frechtling et al., 2002). 
 A longitudinal study could be conducted by repeating this study over a longer time 
period and comparing the data sets to determine how textile and clothing museum 
professionals have chosen to develop, refine, change, and adapt to new emerging Internet 
technologies. Williams (1997) simarly suggested that a longitudinal study of costume and 
textiles museum websites be conducted as well. 
 Website user and evaluation studies are other areas that should be explored further. 
The results of this study could be compared to a survey of what the motivations and 
preferences are of current and potential visitors of these sites (Williams, 1997), and what the 
online audience is doing at these sites. This would indicate how textile and clothing museum 
professionals could create and develop a web presence that is more user-centric based on the 
needs and wants of its online audience.  
 Lastly, the results of this study indicated that the area of copyright and its application 
to the Internet (Williams, 1997), and Internet technologies such as Facebook are areas of 
concern for many textile and clothing museum professionals and in need of further 
investigation. What are the issues of copyright that textiles and clothing museums and 
collections have faced when publishing content on the Web (Williams, 1997), and on social 
networks? How is it handled? 
Limitations 
The main limitations of the research were: limited number of interviews conducted, 
and limited technical knowledge of website design. Another limitation of the study was that 
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only textile and clothing museum/collections in the United States were included in the study. 
More interviews of textile and clothing museum professionals and evaluation of websites 
would yield more representative results. Additionally, replication of the results would be 
difficult as technology innovations will be applied to sites as they are updated (Williams, 
1997). Another limitation of the research was related to self-reported data which is prone to 
misrepresentations or inaccurate recall of situations. This study can be used to study the 
differences and changes between what is taking place at physical and virtual textile and 
clothing museum/collections establishments. 
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APPENDIX A 
Iowa State University’s Textiles and Clothing Museum   
Iowa State University’s Textiles and Clothing Museum is maintained with financial 
and faculty support housed within the Department of Apparel, Educational Studies, and 
Hospitality Management at Iowa State University. The objects constituting the historic 
collection began in the early 1920’s as a teaching resource for professors in the Textiles and 
Clothing Program (TCM Manual, 2009). The collection is in a transitional stage of moving 
objects stored in two rooms in LeBaron Hall into a new storage facility in Morrill Hall. 
Within LeBaron Hall, the rooms are used primarily for artifact accession and storage. The 
small spaces and lack of adequate storage and conservation practices for the objects in 
LeBaron Hall are not ideal for long-term preservations of these artifacts. In 2006 the Mary 
Alice Gallery, the Donna Rae Danielson Textiles and Clothing Conservation Lab, and the 
Edward and Bertha Waldee Storage Facility were constructed within the newly renovated 
Morrill Hall to: display garments and textiles of the collection, perform textile fiber analyses, 
wet cleaning and other conservation activities, store the majority of the items located in 
LeBaron Hall, and to be used as a visual resource for students enrolled in textiles and 
clothing (TC) courses and independent study. The mission of this new facility is to create a 
teaching and learning environment that provides resources for scholarly work, enhances 
visual and active learning among students, and encourages and promotes the study, research, 
and appreciation of historic clothing and textiles.  As a teaching centered facility, the Textiles 
and Clothing Museum (TCM) serves as an important vehicle for student discovery and 
development (Torntore, nd). 
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The TCM supports and demonstrates the university’s mission to “create, share, and 
apply knowledge to make Iowa and the world a better place” (ISU Strategic Plan, 2009), and 
the mission of the TC Program which is to “provide integrated yet customized education and 
scholarship to optimize apparel and related products, services, and experiences” (TC 
Program, 2009).  
The TCM provides students and faculty access to “cultural and historical, and 
material culture which inspires them to become their best, thereby fulfilling the mission of 
Iowa State University” (Torntore, nd). The amount of artifacts donated, collected, exhibited, 
preserved and documented has grown from the 1920’s. The collection consists of an 
estimated 8,500 (this figure does not reflect paper and archival portions of the collection) 
objects ranging from Roman-era (ca. 600 CE) Egyptian and Coptic textiles, 17
th
 Century 
Persian textiles,  to 20
th
 century haute couture and designer ready-to-wear pieces. The oldest 
objects include 6
th
 century Egyptian mummy wrappings and other funerary textiles 
(Torntore, nd). The collection focuses primarily on textiles and clothing that represent: 
geographic regions, different cultures of the world, European couture, and designer ready-to-
wear, the American apparel industry in terms of innovation and manufacturing, everyday 
dress of Iowans, Iowa culture, and prominent Iowans and Iowa State University faculty and 
staff (TCM Manual, 2009). Since its inception, every item in the collection has been donated 
from: the campus, faculty, and the local and regional community. 
Courses such as: Museum Studies (TC257), History of European and North American 
Dress (TC354), History of Twentieth Century Fashion (TC356/556), Cultural Perspectives in 
Dress (TC 362), Textile Conservation and Collection Management (TC 557), Dress and 
Culture (TC 562), Advanced History of Dress and Textiles (TC 650) , and several pattern-
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making and design courses regularly utilized collection holdings and exhibits in the Mary 
Alice Gallery to provide visual examples of textiles and clothing, and for students to gain a 
broad knowledge of period construction methods, dress and textiles. Apparel design students 
are also encouraged to use the collection as a resource for inspiration. 
Artifacts in the collection are currently being reorganized in the new storage facility 
and are in the early stages of being entered into a digitized collection database using the 
museum software “PastPerfect.”  The “creation of a computerized collections database is a 
critical step in providing access to the collection and alleviating problems associated with 
tracking, finding, and accessing both objects and information about them. Further 
maintaining systematic records and documentation will aid in the realization of the collection 
objects as resources and primary sources for historical, cultural, and humanities scholarship” 
(Torntore, nd). The digitization of objects that are part of the TCM will broaden the 
awareness of the collection, grow its audience, and disseminate information about textiles 
and clothing, and material culture regionally and globally. 
Approximately five exhibits are on display per year in the Mary Alice Gallery. These 
exhibits are designed to be illustrative and interpretive of items in the collection. Recent 
exhibits at the Mary Alice Gallery include: “Ethnic Textile Traditions of Iowa Immigrant and  
Native Populations” (Fall 2009, faculty curated), “For Homemaking and a Trade: The Role 
of Sewing in Women’s Lives, 1870-1920” (Spring 2009, faculty curated), “Around the 
World in 257 Days” (student exhibit from TC 257, fall 2008), “Inspired By…” (graduate 
student thesis exhibit, Fall 2008), “Destination: Guatemala, Guatemalan textiles and 
garments” (Fall 2008, faculty and graduate student curated), and winners from the annual TC 
fashion show, “The Fashion Show 2008” (Spring 2008, graduate student curated). Exhibits 
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include an opening event with a brief welcome and lecture by the curator(s). Between twenty 
and one hundred and fifty people attend each opening and based on a visitor signatures in a 
ledger book, an average of one hundred to five hundred people visit each exhibit. The Mary 
Alice Gallery is open to the public and local elementary and secondary school groups 
interested in studying apparel merchandising, design and production regularly tour the 
gallery and collection facilities. 
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APPENDIX B 
Museum and Collection Sample 
Name City, State Url Address 
Beeman Historic 
Costume Collection 
Muncie, IN http://www.bsu.edu/fcs/beeman/ 
Chicago History 
Museum 
Chicago, IL http://www.chicagohs.org/ 
Drexel Historic 
Costume Collection 
Philadelphia, PA http://digimuse.cis.drexel.edu/ 
Fashion Columbia 
Study Collection 
Chicago, IL http://www.colum.edu/fashion_collection/ 
Fashion Institute of 
Design and 
Merchandising 
(FIDM) Museum and 
Galleries 
Los Angeles, CA http://fidm.edu/resources/museum+galleries/ 
Kent State University 
Museum 
Kent, OH  
http://dept.kent.edu/museum/ 
Philadelphia Museum 
of Art 
Philadelphia, PA http://www.philamuseum.org/ 
Phoenix Art Museum Phoenix, AZ http://www.phxart.org/ 
The Historic Costume 
and Textiles 
Collection at Ohio 
State University 
Columbus, OH http://costume.osu.edu/ 
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APPENDIX D 
Interview Schedule 
Demographics 
1. What is your role/position? 
2. How long have you been in this position? 
3. Where/when did you receive your education?  
 
Mission/Organization 
1. Can you talk about the mission of your institution?  
2. How long has your institution had a website?   
3. How does the collections website fit into your mission? 
4. How does the museums website fit into your mission? 
5. How does the exhibit website fit into your mission?  
6. What are the primary goals and objectives of the museum website? 
 
The Collection/Museum or Exhibit Website 
1. Can you talk about goals for the online collection? 
2. What about your goals for online exhibits? 
3. Do you ideally want to have every object of the collection online or just selected 
items? 
4. Can you share any feedback about how your website is being used? (by other 
professionals, students or schools) 
5. How do you distinguish the use of digital images of textiles and clothing on your 
museum website? (research/education /marketing) 
6. How do you make your collection accessible online? (TMS, PastPerfect) 
7. How and where are artifacts featured on the website?  
8. Can you share how you select and decide what artifacts are available online? (Exhibit 
related, collection related, donor related?) 
9. Can you explain how virtual exhibits are different from exhibits at the museum? 
(mission/purpose cost /themes/content/ audiences) 
10. What features of the artifact are highlighted online for exhibits? (do you select certain 
pieces, if yes why) What about the collection? 
11. What are the reasons for featuring a virtual exhibit? (to broaden audience online 
participation/marketing or educational purposes)  
12. What are the reasons for an online collection? 
13.  How have your exhibits online changed from the first virtual exhibit to your most 
current online exhibit? What was learned? How were they improved?  
14. In the past, which virtual exhibits would you say have been the best?  
15. Can you talk about what features were exceptional? (why) 
16. What do you think about Internet technologies such as: Facebook, Podcasts, Flickr, 
Myspace and YouTube? What benefit, if any can they serve your museum? 
17. Can you talk about any copyright issues that may arise as a result of publishing 
content on the Internet? How does the museum handle such issues? 
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18. What are the advantages and disadvantages of having an online collection? What 
about virtual exhibits? 
The Planning and Development of Textiles and Clothing Museum Websites 
1. From your perspective, what would you say is the most successful way to display 
garments online? (Mannequins, dress forms, or flat? Jpeg or Tiff) 
2. What departments and/or people are involved with the development/implementation 
of content for your website? 
3. Do you seek to include an educational component? 
4. There’s this theory about four realms of experience which are: entertainment, 
education, escape, and estheticism, could you rank in order what you feel your 
website provides to visitors? 
5. In your opinion what is the ideal order? 
6. When planning an exhibit do budgets have web development money allocated to it?  
7. Do you typically pay for it yourself or us sponsors? 
8. On average, how much time does the creation and development of website content 
take? 
9. What about virtual exhibits? 
10. What database software do you use? (TMS, Past Perfect) 
11. Do you work with outside vendors for web development? (If yes,  how did that 
relationship begin) 
12. When planning a virtual exhibit, what is the plan or procedure followed? 
13. What is the process for digitizing the collection? 
14. Can you share what maintenance is required for the online collection?  
15. What about virtual exhibits? 
16. How often do you evaluate your website? (usability, navigation, aesthetics) 
17. On your website, are people given the opportunity to publish comments on the 
website? Generally what have the comments been? 
18. How has the public responded to the museum website? Have students found it 
helpful? 
19. How is the museum experience extended or enhanced through the museum website? 
20.  Are there any "perks" to the museum website? Is there something on the website that 
visitors won’t experience at the physical museum? 
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APPENDIX E 
Museum Website Evaluation Instrument 
Museum/Collection Name: Date: Url: 
Country: Site Content: 
Textiles/Clothing/Both 
Site Sponsors: 
Public or Private: Yes/No Size of Physical Facility: Collection Info: 
History: Mission: Exhibit Info: 
Size of Collection: Last Website Update: Future site plans: 
Affiliated with 
College/University: Yes/No 
  
 Categories  
Online Interaction Online Collection Image Features 
Facebook Extent of Browsable Images Enlargement 
MySpace Searchable Database Zoom 
Flickr Text Accompanying Images 360 degree view 
Wiki Accession Information Still Image 
Blog Designer/Artist Panoramic 
Podcast Contextual Info. Display Technique 
Online Tours Interpretive Info Mannequins 
Virtual Exhibits  Dress Forms 
Games/Interactives  Laid Flat 
Shopping  Other 
Other   
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APPENDIX F 
Suggested Process for Making Collections Accessible Online 
1) Define online target audience 
2) Define mission of websites 
3) Select Objects 
4) Check that catalogue files and record documentation provide accurate information. 
Develop textual content to support objects online. 
5) Dress the Form 
A. Device that is used should fit the garment well and show how garment will be 
worn 
6) Photograph 
7) Edit 
A. Lower resolution 
B. Save as jpeg 
C. Copyright the photograph 
8) Upload/Publish 
A. To Collections Management System 
B. To Internet 
9) Display copyright notice on website 
10)  Evaluate website every year/eighteen months 
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